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Marketing with the Power of Free 
 Free stuff that you can’t use 
 Free food that ends up costing us in health 
 Long lines at the museum 
 
 
 
 
2 
The Chocolate Experiment  
(Ariely and Colleagues 2009)  
 Scenario 1 
 Lindt Truffles 15 cents 
 Hershey’s Kisses 1 cent 
 
 Results 
 73% chose the Truffles 
 27% chose the Kisses 
3 
The Chocolate Experiment  
(Ariely and Colleagues 2009) (continued) 
 Scenario 2 
 Lindt Truffles 14 cents 
 Hershey’s Kisses for FREE 
 
 Results 
 31% choose the Lindt Truffles 
 69% choose the Hershey’s Kisses 
 
 Hershey’s Kisses rose up from 27% and Lindt Truffles down from 73% 
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What is it about FREE that’s so enticing? 
We forget about the downside 
Emotional charge 
FREE = zero risk 
 
 
5 
THEORETICAL BACKGROUND FOR 
THE PAPER 
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Does sequence and timing of an offer matter? 
 When consumers miss an opportunity to buy an option offered FREE 
initially, they are less likely to buy the option available at a discounted 
or regular price than if the product had never been offered for FREE  
 
 (Tykocinski, Pittman, and Tuttle 1995; Liu, Cheng, and Ni 2011 )  
 
 This is called inaction inertia 
 
 Explained by consumer regret and/or reduced valuation of the 
product 
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Research Question? 
 Is inaction inertia more likely for reputed brands versus 
unknown brands? 
 
 Hypothesis 
 For reputed (vs. unknown) brands, there will be reduced likelihood of 
purchasing the option offered at a discounted price if a consumer misses 
availing the same option FREE (vs. not) at a prior event 
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Research Method 
 Participants 
 120 undergraduate students from a mid-western university 
 
 Research Design 
 Experimental Research 
 2 x 2 Between-subjects factorial design 
 
 Dependent Variable 
 Likelihood for Purchase 
 
 Independent Variable 
 Product: Reputed brand vs. unknown brand 
 Whether the product had been offered as a free gift: yes vs. no 
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Research Contributions and Marketing Implications 
 The findings from this research would help marketers 
strategize their promotions better.   
 
 They would need to  consider when and how to offer these 
FREE promotional deals and its impact on subsequent 
promotions. 
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Q & A 
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